Abstract. The main purpose of the study is to explore the responsive process of consumers to corporate social responsibility (CSR), and to verify the disclosure effect of CSR information. Based on the theory of corporate reputation and planned behavior, the conceptual model of CSR information, corporate reputation and consumers' purchase intention is constructed. Using scenario design and questionnaire method to obtain research data, empirical results show that CSR information has a direct impact on purchase intention. CSR information can affect and change the perception and evaluation of consumers on enterprises, thereby affecting corporate reputation. There is a positive correlation between corporate reputation and purchase intention.
Introduction
Walsh (2003) argues that a positive correlation between CSR and financial performance does not mean that a firm can achieve the result of improving its financial performance in its CSR activities. CSR cannot realize value creation directly, and its economic effect generates indirectly through the influence of stakeholders. The impact of CSR on firm value is a long and complex process, influenced by many known and unknown factors in this process. The mechanism of action is not yet clear, which is the root of the contradiction between early research findings. This research focused on the process and intermediate links of CSR value realization, and took CSR information as the breakthrough point to study the responsive process of consumers to CSR. Using questionnaires and experimental research methods, we investigated the response of consumers to CSR information from the perspective of corporate reputation and stakeholders' behavior intention, and tested the disclosure effect of CSR information. The conclusion of this study is helpful to change managers' wrong cognition on the value of CSR, and provides useful theoretical guidance for improving disclosure and dissemination of CSR information and improving management level of corporate reputation and stakeholders.
Theoretical Analysis and Research Hypotheses
Consumer is one of the most important interest-related groups of enterprises. The value of enterprises' products and services needs to be realized by consumers. Therefore, the positive response of consumers to CSR activities is one of the keys to realize the improvement of their financial performance by fulfilling their social responsibility. The consumers' response to CSR relates to the consistency of their expectations and perceptions. Whether consumers' expectations of CSR behavior are met even surpassed or not may affect their acceptance or resistance to the enterprise's products. With the public's general recognition of the concept of social responsibility, the public's expectation of CSR is increasing. A growing number of "ethical consumers" cannot tolerate businesses that fail to take on social responsibility and punish them."Ethical consumers" try to express their ethical values through actual buying behavior (or boycotting). Such consumers are more willing to support environmentally friendly products and resist "unscrupulous factories" products and services. Consumers may be more inclined to buy the products of the company when they know that a certain enterprise is working hard on social responsibility. Of course, in this case, the price is still the main factor that affects consumer's purchase intention, but under the same conditions, the consumers may be more willing to pay higher price to buy the products or services produced by responsible enterprises than those produced by irresponsible enterprises. Positive CSR performance information can help to enhance consumer recognition and trust to the enterprise, and deliver the signal that the products and services of the enterprise are better than other enterprises', and negative CSR information may have adverse impacts on the overall evaluation of products and services. Compared with positive CSR information, consumers may be more sensitive to negative CSR information.
Based on the above theoretical analysis, proposed hypothesis 1: H1: CSR information positively correlated with consumers' purchase intention. The formation of a company's reputation is a complex social cognitive process that involves the transmission, diffusion and processing of many of the company's information in a network of stakeholders. Its essence is the result of the flow and effect of the company's data and information among all kinds of stakeholders. Cognition and information dissemination play an important role in the formation of reputation (Miao Rong, Mao Ning 2006). CSR is an important driver of an organization's reputation and can create economic value for the organization over time. In the relationship between CSR and corporate reputation, the perception and evaluation of stakeholders base on CSR information processing. While an enterprise fulfill enterprise citizen responsibility in action actively, if it can use communication strategies effectively to make its corporate citizenship actions and contributions more familiar to public, especially to their relevant stakeholders, it will influence the stakeholders' perception and impression for the enterprise positively, reduce the reputation risk, and improve and enhance the company's reputation.
Based on the above theoretical analysis, proposed hypothesis 2: H2: CSR information has a significant impact on corporate reputation. Corporate reputation is the subjective impression of the public, and people tend to make decisions according to their own subjective ideas. When a consumer feels that the company is not competitive and has no strength, and fails to comply with commitments and integrity, Consumers' trust will be very low, and consumers' purchase intention will be very weak. Corporate reputation can enhance the differentiation of the enterprise and form a partition with its competitors. In reality, many enterprises establish good market reputation by establishing brand and providing high quality after-sales service, and distinguish themselves from other competitors effectively, so that they can get extra profits in transactions. The positive impact of corporate reputation on product / company differentiation will help to improve the willingness of consumers to purchase products or services from responsible companies. When the products or services of the enterprises in the market are homogeneous, the consumer may be more willing to buy products or services from a reputable enterprise. The positive effect of corporate reputation on product / company differentiation is more obvious in the industry with high competition.
Based on the above theoretical analysis, proposed hypothesis 3.
H3: corporate reputation positively related to consumer purchase intentions.

Research Methods and Research Design
In this study, corporate reputation and purchase intention are latent variables that cannot be observed directly. In the existing literature, many scholars have studied the concept and measurement of the above latent variables and developed more mature scales. In order to compare with previous research conclusions, this study used the existing scale basically, and only merged or summed up the same or similar measurement items in the scale. Each latent variable had at least three items. The latent variables were measured using Likert Scale, and the degree of consent was expressed according to the personal subjective feelings of the respondents. From very agree to strongly disagree, give 5 points to 1 point respectively.
The data of this study was obtained through questionnaires. The questionnaire consisted of three parts. The first part was the description of the purpose of the questionnaire survey and acknowledgements as well as the definition of the core concept. The second part was the principal part of the questionnaire, provided the scene design, the basic situation of virtual enterprise, virtual enterprise social responsibility information and the scale items to measure corporate reputation and purchase intention. The last part was the relevant background information of the respondents. The author designed two questionnaires, and two questionnaires only had different CSR information provided by the scenario design. A questionnaire provided positive information on CSR, and another questionnaire was negative information. The questionnaires were distributed, filled and retrieved online, and 451 questionnaires were collected. After excluding the missing or contradictory invalid questionnaires, we obtained 444 valid questionnaires, with an effective recovery rate of 98% we used SPSS20 and AMOS21 software for data analysis.
Empirical Analysis Descriptive Statistical Analysis
In this survey, 444 valid questionnaires were collected, the group of negative information was 225, accounting for 50.7%, and the group of positive information was 219, accounting for 49.3%. In this survey, there were 444 respondents, including 186 males, 41.9 percent, and 258 females, accounting for 58.1 percent, with a relatively large proportion of females. The respondents ranged in age from 20 to 40, accounting for 89.5% of the sample. The majority of interviewees have a good background of education, and 90.3% of the total sample were undergraduates and above.
As shown in Table 1 , different respondents react differently after reading different social responsibility information. Respondents who read positive CSR information score significantly higher on all measurement questions of corporate reputation and purchase intention than those who read the negative information. The standard deviation of each measurement item in the positive information group is between 0.71-0.886, while the standard deviation of each measurement item in the negative information group is between 1.02-1.261, indicating that the difference of respondents' response to positive information is less than to negative information. 
Confirmatory Factor Analysis
In this study, corporate reputation and purchase intention variables are latent variables that cannot be observed directly. In the existing literature, many scholars have studied the concept and measurement of the above latent variables and developed more mature scales. Therefore, we can use the confirmatory factor analysis (CFA) method to test the measurement models of every latent variable directly. Confirmatory factor analysis is the method that researchers construct a measurement model based on theory or prior assumptions and then evaluate the fit between the factor structure and sample data. The analysis carried out according to the following three steps: (1) test violation estimate (2) test convergence validity (3) test the model fitting degree.
Confirmatory Factor Analysis of Corporate Reputation. As shown in the data in Figure 1 and Table 2 , the standardized regression coefficients of all the measurement indicators in corporate reputation measurement model range from 0.857 to 0.953, and are not exceed or approach 1. The standard errors of each measurement index are between 0.041-0.046, the standard errors are very small. The variation of measurement errors are positive. Therefore, we can judge that there are no problems of violation estimation in the measurement model of corporate reputation.
The factor loading of the measurement items are 0.952, which exceed the standard value of 0.7, and are significant at t-test. Multivariate correlation squared ((SMC) range from 0.734 to 0.908, all above 0.5. Construction reliability (CR) is 0.952, more than 0.6 standard value, the average variation extraction (AVE) is 0.831, greater than the standard value of 0.5. The standardized coefficients of the latent variables for all measurement items range from 0.857 to 0.953, all above 0.7, with t values above 1.96, all of which are significant. The above indicators show that each item in corporate reputation measurement model has a stronger explanatory ability for the variation degree of latent variables, the overall reliability and internal consistency of each item are higher, meet the requirements of convergence validity, and the intrinsic quality of measurement models is better .
According to the fitting effect of the model, all the parameters of the goodness of fit are in accordance with the requirements. X2/DF is 1.209, far lower than 5; GFI, AGFI, CFI, NEI and IFI values are higher than 0.9, the value of RMSEA is 0.022, less than 0.05, show that the corporate reputation measurement model fit is quite good, the measurement model has good external quality. Confirmatory Factor Analysis of Purchase Intention. As shown in the data in Figure 2 and Table 3 , the standardized regression coefficients of all the measurement indicators in purchase intention measurement model range from 0.851 to 0.918, and are not exceed or approach 1. The standard errors of each measurement index are between 0.033-0.036, the standard errors are very small. The variation of measurement errors are positive. Therefore, we can judge that there are no problems of violation estimation in the measurement model of purchase intention.
The factor loading of the measurement items was 0.933, which exceeded the standard value of 0.7, and was significant at t-test. Multivariate correlation squared ((SMC) ranged from 0.724 to 0.843, all above 0.5. Construction reliability (CR) was 0.934, more than 0.6 standard value, the average variation extraction (AVE) was 0.779, greater than the standard value of 0.5. The standardized coefficients of the latent variables for all measurement items ranged from 0.851 to 0.918, all above 0.7, with t values above 1.96, all of which were significant. The above indicators show that each item in corporate reputation measurement model has a stronger explanatory ability for the variation degree of latent variables, the overall reliability and internal consistency of each item are higher, meet the requirements of convergence validity, and the intrinsic quality of measurement models is better .
According to the fitting effect of the model, all the parameters of the goodness of fit were in accordance with the requirements. X2/DF was 0.808, far lower than 5; GFI, AGFI, CFI, NEI and IFI values were higher than 0.9, the value of RMSEA was less than 0.05, showed that the purchase intention measurement model fit was quite good, the measurement model had good external quality. 
Path Analysis
The main purpose of path analysis is to test the accuracy and reliability of a hypothetical causal model, to measure the strength of causal relationships between variables and to answer the following questions: is there any correlation between the variables in the model; and if there is a correlation, then further study whether there is a causal relationship between them.
Based on the standardized regression coefficients between variables, we can know the direct effect value of each external variable. As shown in Figure 3 , the standardized direct effect values of CSR information on the two exogenous variables of corporate reputation and purchase intention are 0.62 and 0.602 respectively, and corporate reputation to purchase intention is 0.919. The significance test of the three path coefficients reach a significant level of 0.001. These show that the data support the hypothesis 1-hypothesis 3 of the study. 
Conclusions and Suggestions
CSR information has a direct impact on the consumer's purchase intention.The empirical results show that after reading the different social responsibility information, the respondents have a significant difference in purchase intention. This shows the importance of active disclosure of social responsibility information. Through the disclosure and dissemination of social responsibility information, enterprises establish communication and dialogue mechanism with consumers, establish good relationship, enhance consumers' trust and recognition of enterprises, which can lead consumers to make decisions that support corporate profit targets ultimately.
CSR information has a direct impact on corporate reputation. 0.394*** 0.602*** are significant differences in the evaluation of corporate reputation after the respondents read different social responsibility information. The results show that CSR information can affect and change stakeholders' perception and evaluation of enterprises, and further affect their evaluation for corporate reputation. Therefore, if enterprises participate actively in social responsibility activities and control the disclosure and dissemination of CSR information effectively, they not only provide the necessary relevant information for maintaining corporate image, but also receive the recognition and support from the public, improve their corporate reputation. Corporate reputation has a direct impact on consumers' buying intentions. As a signal of displaying its own products or services externally, reputation is particularly attractive to stakeholders, especially to high-quality stakeholders.
